The aim of this paper is to assess the expectations of hotel guests in relation to the services offered by the hotel. For the purpose of this research, data on 6,768 hotels located in 47 capital cities in Europe were collected from the website www.booking.com. We have used all information available on the website regarding the hotels chosen on the basis of previously specified criteria, including ratings given by the registered users. The methods of partial correlation and hierarchical regression analysis were then conducted. Research results indicate that the number of stars is the most important factor that influences overall customer satisfaction in the hotel industry. We find that room price, the presence of air-conditioning in rooms, lobby bar, and free Wi-Fi are variables that positively correlate with customer satisfaction, whereas the number of rooms in hotel and distance from the city center are negatively correlated with customer satisfaction.
INTRODUCTION
e quality of services provided and customer satisfaction are critical success factors in any business [1] , as they are essential for gaining competitive advantage and keeping customers. Given that the costs of attracting new customers are higher than the costs of keeping existing ones, successful managers need to pay special attention to keeping existing clients by conducting e cient policies on customer satisfaction and loyalty, which are particularly prominent in the hotel industry. Customer satisfaction, though an important output, is o en ignored in hotel eciency studies [2] . e success and pro ts of any hotel are tightly connected with customer satisfaction as one of the main preconditions for creating customer loyalty in business. Moreover, customer satisfaction is one of the leading indicators of successful performance in the hotel sector.
Many hotels today tend to increase their investments with the aim of improving service quality and perceived value for guests in order to achieve better customer satisfaction and loyalty, which leads to a better relationship with each customer [3] . Such relationship quality has a remarkably positive e ect on the behavior of hotel guests, creates positive word of mouth (WOM), and increases repeated guest rates [4] .
In order to understand the expectations of guests in relation to the services hotels o er, and a er examining the main literature and sources in the eld of customer satisfaction in the hotel industry, we analyze customer satisfaction in hotels in the capital cities of Europe based on the feedback and ratings provided by registered users of the website www.booking.com.
We choose the capital cities of Europe because tourists nowadays prefer short holidays and visits to major cities (so-called city breaks). Many people use holidays and extended weekends to visit some of the most beautiful European cities. According to UNWTO statistics (World Tourism Organization), city breaks comprise more than 50% of all tourist movements, are the second or third holiday during the year, and usually last no more than 1-4 days. Historical heritage, culture, shopping, various sporting and entertainment events, and nightlife are all factors that are most likely to attract tourists to try city breaks.
is research paper is based on the available data on every hotel found on www.booking.com, including their Facilities (General, Services, Internet, and Parking) and Policies (Check in, Check out, Children and extra beds, Pets, Groups, Accepted credit cards). e method of partial correlation is used for determining variables that best describe customer satisfaction, and hierarchical analysis is applied to determine the importance of the contribution of individual variables to overall customer satisfaction with the services o ered in the hotel industry.
LITERATURE REVIEW
Customer satisfaction is typically de ned as a postconsumption evaluative judgment concerning a speci c product or service [5] . It is the result of an evaluative process that contrasts pre-purchase expectations with perceptions of performance during and a er the consumption experience [6] . Studies show that customer satisfaction may have direct and indirect impacts on business results. [7] , [8] , and [9] concluded that customer satisfaction has a positive e ect on business pro tability. e majority of studies have been devoted to examining the relationship with customer behavior patterns [10] [15] . According to these ndings, customer satisfaction contributes to increasing customer loyalty, in uences repurchase intentions, and leads to positive WOM.
Providing high quality services and improving customer satisfaction are widely recognized as fundamental factors boosting the performance of companies in the hotel and tourism industry [16] [17] [18] [19] [20] . Hotels with good service quality will ultimately improve their pro tability [21] . In a highly competitive hospitality industry that o ers homogeneous services, individual hoteliers must be able to satisfy customers better than their counterparts can [22] . In order to create loyalty and outweigh other competitors, hotel providers must be able to gain high levels of customer satisfaction for the service supplied. Numerous studies have been conducted on the attributes that travelers may nd to be important regarding their satisfaction. [23] found that cleanliness, security, value for money, and sta courtesy determine customer satisfaction. [24] showed that room cleanliness and comfort, convenient location, prompt service, safety and security, and the friendliness of employees are extremely important. [16] stated that employee attitude, location, and rooms are likely to in uence travellers' satisfaction. A study conducted by [25] showed that the main determinants of hotel guests' satisfaction include the behavior of employees, cleanliness, and timeliness. [22] concluded that sta quality, room quality, and value for money are the top three hotel factors that determine travellers' satisfaction.
Hoteliers need to fully acknowledge which service attributes are most likely to in uence customers' choice intentions [26] . Customer satisfaction practices can enable them to identify the crucial elements a ecting customers' purchase experience and post-purchase behavior, such as subsequent purchase and favourable WOM publicity [27] [22] [28] [29] [24] . A satis ed guest promotes positive WOM at no cost to the enterprise and with e ect and credibility that are superior to those of conventional advertising [30] [31] [32] . e WOM e ect is also ampli ed by the World Wide Web [33] [34] .
Customer satisfaction represents the starting point in creating customer loyalty and long-lasting relationships in business. In other words, it increases hotel customer loyalty and contributes greatly to improving the corporate image of the overall hotel chain. Research on guest satisfaction, which translates into the consideration of whether or not customers will return to a hotel or recommend it to other tourists, is thus pivotal to the success of a hospitality business.
METHODOLOGY
is research used the data available on www.booking. com, one of the most visited webpages concerning hotels. Altogether, 6,768 hotels located in 47 capital cities in Europe were included in the research. Access dates via this website were March 6 and March 8, 2013 .
In order to determine those variables that best describe customer satisfaction, the method of partial correlation was used. Furthermore, we used the technique of hierarchical regression in order to comply with the objective of measuring their importance. We used the ratings provided by registered users of www.booking.com as a proxy of customer satisfaction with hotel services. e weights assigned to individual hotels were determined based on the number of votes of registered users for that particular hotel, implying that ratings with greater credibility had a greater impact on the model construction.
e number of votes of registered users per hotel was log-normally distributed, with an average of the original (non-transformed) distribution of 773.40 votes per hotel and a standard deviation of 801.53. e total number of votes in the selected sample was 2,067,370.
As a method of excluding cases with missing data, pairwise exclusion was used. A large number of data points available on the website with detailed descriptions of hotel characteristics were examined using independent variables.
Distance from the centre of the town, as a predictor variable, was calculated by geo-coding the data on hotel addresses. e values of distance variables from the centre of the town expressed in km, number of rooms in the hotel, and double room price were then transformed using logarithm with a base 10.
RESULTS
Using hierarchical regression, the variables were grouped into three blocks. Number of stars (hotel classi cation) was included in the rst block. e second block included the following variables: Double room price log10, Number of rooms in hotel log10, Distance from city centre in km log10, Air conditioning, Free Wi-Fi, and Bar (last three were dichotomous variables). e third block included a smaller number of variables obtained using principal component analysis as a widely accepted dimensionality reduction method that explains a certain level of variability in the original set of variables.
The first block of variables
Number of stars is a predictor variable included in the rst block of variables in the hierarchical regression, which can explain 29% of the total variation for average rating R2 = .289, F (1, 1936109) = 788055, 60, p < .001. 
The second block of variables
Variables showing the highest partial correlation with hotel rating were included in the second block of variables, including the following three interval variables: Double room price log10, Number of rooms in hotel log10, and Distance from the city centre in km log10, as well as the three dichotomous variables of Air conditioning, Free Wi-Fi, and Bar. e change in variance accounted for (DR2) was equal to .097, which was a statistically signi cant increase in variance accounted above the variability contributed by the previous predictor variables entered in step one (DF(6,796873) =.097, p<.001). All included variables were statistically signi cant (p<.001): R2 = .386, F(6, 1936109) = 788055,60, p < .001. 
The third block of variables
In order to avoid the possibility of over tting due to a great number of variables describing the available hotel facilities, we decided to include a smaller number of variables in the third block, which were obtained by using the dimension reduction method and principal component analysis, which describes a certain level of variability in the original set of variables. Owing to the presence of correlations between the variables in the original set, direct oblimin was used in the principal component analysis as a rotation method. Based on the Scree plot (Fig. 2) , we decided to extract three factors out of the 84 variables. e percentage of cumulative total variance explained was 18.97%.
A detailed overview of the variables with factor loadings can be found in the appendix. e change in variance accounted for (DR2) was equal to .010, which was a statistically signi cant increase in variance accounted above the variability contributed by the previous predictor variables entered in step two (DF(3,545847)=.010, p<.001). All three factors were statistically signi cant (p<.001). Fig. 3 . Based on the regression, we conclude that the expected rating of customer satisfaction with hotel services increases with every additional star the hotel receives. In addition, the increase in the expected rating depends on the price of a double room in the hotel, the presence of airconditioning in rooms, and a lobby bar with free Wi-Fi.
Number of stars is equivalent to customer ratings of the services that hotels o er to guests in order to meet their needs. erefore, the better the quality and standard of the hotel, the greater the number of stars. is suggests in favour of the results obtained, which show that customer satisfaction with hotel services grows together with number of stars.
e price of a double room in the hotel also positively a ects customer satisfaction; as city hotels usually have double rooms in their o ers, value for money grows along with price. In addition, air-conditioning and free Wi-Fi are very important variables when choosing the right hotel, as they are considered to be the basic standard that guests demand in today's technology-oriented society.
Moreover, certain guests believe that it is important for the hotel to have a lobby bar where they can socialize with other guests. erefore, the existence of such a facility in the hotel has a positive impact on customer satisfaction with hotel services. By contrast, the expected rating of customer satisfaction with hotel services decreases with distance from the centre of the town and with an increase in number of rooms.
Because guests of the hotels included in this research usually visit on city breaks, it is not surprising that customer satisfaction decreases if the hotel is located far from the centre. Furthermore, the increase in number of rooms has an adverse e ect on customer satisfaction, as the guests in city hotels with a certain number of stars prefer smaller hotels where they feel more comfortable during their short stays.
CONCLUSIONS
Based on the research conducted on customer satisfaction in hotels in the capital cities of Europe using hierarchical regression analysis, we can conclude that the following factors have a positive impact on the level of customer satisfaction: a greater number of stars, room price, air-conditioning, lobby bar, and free Wi-Fi.
Number of stars assigned to the hotel can explain 28.90% of the total variability of the value of customer satisfaction. In addition, 9.70% of variability can be explained by including those variables that describe hotel characteristics such as air conditioning, lobby bar, free Wi-Fi, number of rooms in the hotel, distance from the city centre, and the price of accommodation. e three regression scores created on the basis of additional 84 parameters with low correlations with customer satisfaction can explain only 1.00% more of total variability, which indicates a small additional value of information contained in those parameters. All this covers 39.60% of total variability in average ratings. By contrast, some of the factors with a negative bearing on the level of customer satisfaction include distance from the city centre and number of rooms in the hotel.
Based on the research results, we believe that the analysis should contain analytical details concerning the structure of average rating, including variables such as Cleanliness, Comfort, Location, Facilities, Sta , and Value for money, as these variables are rated by the registered users of www.booking.com. e analysis of variables relevant for customer satisfaction can also be examined within analytical data on groups of visitors who gave their ratings, such as families with older children, families with young children, mature couples, groups of friends, solo travellers, and young couples. 
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